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Abstract  
This document provides an overview of a marketing project for Cardno Christchurch carried out by 
Julia Toner, a student of The Master of Engineering Management Course at the University of 
Canterbury. This project involved initial company research; a review of national releases, research 
papers, and journal articles to establish current market trends and opportunities; and interviews 
with clients and industry representatives to ascertain Cardno’s current position. The purpose of this 
project is to provide Cardno Christchurch with a concise and relevant market needs analysis and 
marketing plan. These documents will direct Cardno management in marketing activities that will 
achieve brand recognition and strategic growth. 
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Executive Summary  
This document provides an overview of a research study carried out by myself, Julia Toner, as my 
MEM project. I prepared several deliverables during the course of this project including: 
 A Provision of Strategic Advice 
 Client Feedback Report 
 Market Analysis Report   
 Marketing Plan 
Because the main body of work pertaining to this project is commercially sensitive, this document 
provides an outline and summary of the processes rather than the findings, conclusions, and 
recommendations of the study.  
Cardno Christchurch is predominantly a civil engineering and surveying provider, and is a subsidiary 
of the Australian headquartered Cardno, a global infrastructure services consultancy.. I became 
involved with Cardno Christchurch in 2009 when I worked as a survey and engineering assistant for 
my Civil Engineering undergraduate degree. Through this role, I became familiar with Cardno 
Christchurch’s projects, staff, procedures, weaknesses, and I saw an opportunity for my MEM 
project. 
Opportunities 
Following the 2010/2011 Christchurch earthquakes the New Zealand building and infrastructure 
markets have faced significant changes. These changes require infrastructure providers, such as 
Cardno, to make adjustments in order to meet the new and increasing needs. Cardno Christchurch 
has the potential and resources to adjust to these needs and differentiate itself quickly from other 
infrastructure services providers. 
Objectives  
This project aims to provide Cardno Christchurch management with a concise and relevant market 
needs analysis and marketing plan that will enable them to independently analyse and take up a 
very strong marketplace position. Through quality customer feedback they will have a better 
understanding of potential customer needs, areas that need improvement, and the resources that 
will be required to meet these needs. The marketing plan is intended to suggest ways to grow the 
current client base, ideas about who Cardno Christchurch should be targeting, and advice about how 
to achieve the targeted business growth through existing and new clients. 
Constraints 
The preparation of this marketing plan has been constrained by my time (as the project needed to 
be completed between 01 October 2012 and 17 February 2013). Other constraints included the 
budget, relevant staff, clients’ and industry representatives’ availability and time, and my knowledge 
of the company and market. 
Role and responsibilities 
My primary responsibility has been to perform the project as outlined below in three stages.  
1. Initial company research and industry research  
2. A market needs assessment  
3. Develop a medium term marketing plan for Cardno Christchurch. 
In order to carry out this work I completed 45 hour weeks based at the Cardno Christchurch office, 
The University of Canterbury, my home and in the field. I was accountable for ensuring that progress 
meetings occurred and deliverables were completed by the milestone dates and to an acceptable 
standard.  
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Ethical considerations 
I followed professional market research guidelines for all the research I conducted. I used codes of 
practice from the following professional bodies: 
 The Market Research Society of New Zealand (MRSNZ)  
 The European Society for Opinion and Market Research. 
I prepared a brief to ensure that interviewees fully understood who I was, the purpose of my 
involvement, the process, and final use of any information gathered.  Details of this brief are located 
in Appendix D – Interview Discussion guide. I kept documented client responses and original notes in 
a private USB and file to protect clients’ anonymity. 
Summary of Work Performed  
Stage one - Initial company research and industry research 
The aim of this stage was to understand the current marketing approach so that I could align my 
marketing plan with the global marketing plan. I broke this stage down into three tasks. 
 Becoming familiar with strategies and documentation - by understanding the current 
strategies and documented policies I was able to ensure I did not do any repeat work.  
 Becoming familiar with projects, procedures, staff - I took time to talk to staff members 
about what they were working on and why they were doing things in certain ways. I also 
completed a review of current templates, reports, and Key Performance Indicators (KPI). 
 Literature review - I reviewed national releases, research papers, and journal articles then 
used this information to decide which strategies would be most beneficial.  
I gained a good overview of the office, their current marketing strategies and tactics, emerging 
trends, and factors related to business success in this market. 
Stage Two - Market needs assessment  
In this stage I aimed to collect and organise information about the marketplace – Cardno 
Christchurch’s clients, potential clients and competitors.  I investigated opportunities that are likely 
to present themselves in the near future and the skills Cardno Christchurch is likely to require in 
order to secure this business. I also found out how they are seen by customers, and who customers 
see as Cardno’s most significant competitors and why. 
Potential Methods  
I identified several methods for collecting and organising relevant industry material:  
 Others’ research & online surveys - while others’ research and online surveys would need 
less time investment I did not believe this method alone would produce a relevant or 
adequately detailed picture of the environment in which Cardno Christchurch operates. 
 Client focus groups & staff workshops – client focus groups had the potential to save time 
while gaining a true and detailed view of Cardno Christchurch’s clients. However the group 
nature of this method could result in skewed data. A staff workshop, while similar to focus 
groups, would have reduced likelihood of individuals holding back responses due to shyness. 
 Individual Interviews – These would produce very detailed and relevant results, but would 
take time to complete. 
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Stage Two Tasks  
I decided that individual interviews and a staff workshop combined would be the best approach due 
to their ability to gather relevant and detailed data.  
 Workshop and initial staff surveys –these were done first so I would be prepared to talk to 
the right clients and ask the right questions in the external segment of my research. I based 
my workshop plan and interview discussion guide on various online sources, MEM course 
hand outs, and discussion with Christine Toner (an experienced group facilitator).  
 Client and Industry Interviews – I prepared a client interview list with the help of staff 
members from each discipline and conducted interviews between 5 November and 13 
December 2012. These interviews were at the client’s or industry representative’s location 
of choice. From the results of these interviews I prepared a Customer Feedback Summary 
Report. This can be found in Appendix E – Customer Feedback Summary. 
 Market analysis Report - this report detailed clients, their needs and how they perceive 
Cardno Christchurch; its strengths and weaknesses; the competitors’ strengths and 
weaknesses, and how Carndo comparesI also details infrastructure market trends and issues; 
and potential alliances and referrers. 
Stage Three - Developing a medium term marketing plan  
The goal of this stage was to provide Cardno management with a dynamic Marketing Plan for the 
next five years. This would facilitate company growth by identifying opportunities and ways to  take 
them up. This plan can be found in Appendix G – Marketing Plan.  
I prepared the Marketing Plan using guides from the MEM course content and New Zealand Trade 
and Enterprise. The Marketing Plan follows a six step framework.  
1. Information inputs – the purpose of this section is to supply readers with background and 
foundation material used to develop the plan.  
2. Who are the customers and what are their needs - this section is used to give all staff an 
image of their customers and their requirements.  
3. Financial, marketing, and customer objectives - by having specific objectives clearly 
outlined, measurement of the success of this plan can be carried out.  
4. Marketing Strategy - the strategy sets out how Cardno is positioned today and how it would 
like to be positioned.  It provides a high level framework for how they should bridge this gap.  
5. The Marketing Mix - this section used each of the elements of the traditional ‘marketing 
mix’ to expand on the framework outlined in the marketing strategy.  
The Marketing Plan concluded with recommendations for periodic review, and maintenance of the 
plan.  
Activities to follow this project - Implementation 
Following the MEM project I will develop an implementation plan. To achieve this I will facilitate a 
staff workshop to involve staff members and managers in evaluating and selecting from a suggested 
list of marketing activities. The result will be a detailed sales and promotions “To do” list with names 
of staff and others who will carry out the tasks 
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Evaluation of selected approach  
Research design  
Sequence- the order in which I performed the research activities gave me a good basic 
understanding before I spoke to clients.  This enabled me to ask more targeted questions.  
In-person interviews – these required a large time investment by me and clients. However I believe 
the personal nature of this method generated a greater response and more detailed data.  
Phone Interviews - phone interviews resulted in less detailed responses, but they did take 
significantly less time.  
Documentation – time taken to type up results was significant. While it provided a chance to recap, I 
believe this time could have been better utilised by using a laptop to initially document results. 
Travel time – Travel required a lot of time that could have otherwise been used for more productive 
activities. If I had scheduled interviews based on their location I could have saved a lot of time. 
Quality of Data  
I assessed the quality of data produced in this project using the three quality dimensions, 
completeness, integrity and timeliness. On the whole, I found the data quality to be adequate for 
the purposes of this project. I could have improved the completeness of data to an extent by using 
measures such as ensuring an even spread of interview participants across service departments and 
customer groups. However this would have taken significantly more time.  
In any future research activities, I will ensure that clients interviewed have used services in the past 
twelve months, so that their responses are relevant to the current business.  I will also continue to 
assure anonymity for all interviewees so that they can give completely detailed responses.  
Recommendations as a result of lessons I have learnt 
 Develop a good knowledge of the company before you conduct primary research. 
 Plan. A well thought out plan and alternative courses of action will keep you on track.  
 Give clients personal treatment. Show them you are genuinely interested in what they 
have to say and they will generally be very happy to give you their time. 
 Prepare to invest significant time in the interviewing process.  
 Pass on invitations to develop new business to management, but explain to the interviewee 
that this will divulge their identity as participants in the research.  
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Reflection on personal growth 
To me this project was a very valuable follow on activity to the MEM courses. Through the 
completion of novel and often scary tasks, I have grown a lot as a person and in my professional 
ability. Three areas of my life that I believe I have grown the most in as a result of this project are 
intellectual, social, and professional.  
The MEM courses set me up with foundation management knowledge while the implementation of 
this project has taught me how to apply knowledge in the work place to achieve real business 
advancement. The completion of this project has also forced me to become more confident in my 
own ability and in approaching new business professionals and also in the interpretation of body 
language.  
I have gradually become more confident in my own professional opinion and am willing to take the 
risk that my opinion may not be valued as I would wish. I learned not to be afraid of being judged as 
a consequence of being wrong, but rather to offer a well-considered opinion and be prepared to 
accept the validity of the opinions of others.  
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2 Introduction  
This document provides an overview of a research study and marketing plan carried out by me, Julia 
Toner, as my MEM project. It follows a market analysis report and client feedback report that 
summarised the feedback gathered from clients and others during interviews designed to ascertain 
an ‘outsider’s perspective’ of Cardno Christchurch. I used this information, along with the results of 
desk research, internal interviews and workshops, in the development of a Marketing Plan for 
Cardno Christchurch. 
Because the main body of work pertaining to this project is commercially sensitive, this document 
provides an outline and summary of the processes rather than the findings, conclusions, and 
recommendations of the study. This information is the property of Cardno Christchurch and is in 
their possession. 
NOTE: For the remainder of this report, Cardno Christchurch will be abbreviated to CC, while 
references to Cardno NZ and Global Cardno will retain the full name.  
2.1 Origin and objectives of this project 
2.1.1 Cardno  
Cardno New Zealand is predominantly a civil engineering and surveying firm with limited land 
planning, structural engineering and landscape architecture capacity. It is a subsidiary of Australian 
headquartered Cardno, a global infrastructure services consultancy, and it has a strong commitment 
to growth via acquisition. Since 2007, Global Cardno has selected, purchased and rebranded a 
number of existing small New Zealand businesses. These include mainly engineering and survey 
firms. Now with five offices in New Zealand (Wellington, Petone, Christchurch, Hastings, and Taupo) 
Cardno New Zealand aims to establish a respected and national presence. 
I was first introduced to the CC staff in 2009 when I was required to perform my practical work for 
my civil undergraduate degree. Richard Graham, the Christchurch Business Unit Manager, employed 
me as a survey assistant over the summer holidays. Through this role, I was exposed to many of the 
projects that CC were and are still involved in, as I set out positions and helped to generate 
topographical plans. Over this period I also managed to get to know a number of the staff very well. I 
enjoyed the work and the staff so much that I returned every subsequent summer and term break to 
work as both an assistant surveyor and engineer.  
As a casual employee I often ended up with down time. This time spent completing simple 
administration jobs or familiarising myself with the documentation available on the Cardno intranet. 
It was through this involvement that I learnt a lot about the day to day activities, procedures, and 
weaknesses of the CC office and saw an opportunity for my MEM project.  
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2.1.1 Opportunities  
Following the 2010/2011 Christchurch earthquakes the New Zealand building and infrastructure 
markets have faced significant changes in terms of improved building codes and increasing building 
needs. The Christchurch rebuild is now under way and will continue well into the foreseeable future. 
The rebuild will require New Zealand building and infrastructure providers such as Cardno to change 
in order to meet the new and increasing needs. 
CC has the potential and the resources (in its international connections as well as its local 
skill/knowledge base, financial strength and corporate backing) to distinguish and differentiate itself 
quite quickly from other infrastructure services providers to become the leading provider in 
Christchurch. CC wants to be recognised as the first choice for infrastructure services in Christchurch 
and throughout the South Island.  
2.1.2 Objectives  
CC recognises that it needs to be clear about what the market needs are now, in the immediate 
future and long term in order to make use of expanding capabilities. By recognising the market’s 
requirements now, and how they are likely to change, CC will be able to identify and take up 
relevant opportunities to create company growth well into the future. It is vital that CC develops 
work in markets other than earthquake recovery, to ensure it is in a position to continue to operate 
and grow once the current Christchurch earthquake recovery and retrofitting work is finished. 
This project aims to provide CC management with a concise and relevant market needs analysis and 
tailored marketing plan that will enable them to independently analyse and take up a very strong 
marketplace position. The position CC wants to take up is that of the first choice in infrastructure 
services. This position will be achieved by becoming recognised as an organisation with the following 
features:  
• ‘Think global act local’ supported by Global Cardno 
• Reliable, trustworthy, responsive, established and experienced 
• Accessible, with excellent communication, highly skilled and knowledgeable 
• A highly sophisticated professional services provider 
• Specialising in projects where clients want a close relationship with key team members 
• Having capability and resources to tackle a project of any type or size if required. 
 
Through quality customer feedback CC should have a better understanding of: 
 Potential customer needs 
 Areas that need improvement and  
 The resources that will be required to meet these needs.  
This understanding will enable CC to position itself as described above enabling it to grow and 
become more profitable. The marketing plan is intended to suggest: 
 Ways to grow the current client base 
 Ideas about who CC should be targeting and 
 Advice about how to achieve the targeted business growth through existing and new clients. 
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2.1.3 Constraints 
The preparation of this marketing plan has been constrained by the following resources: 
 Student’s time (minimum of 700 hours between 01 October 2012 and 17 February 2013) 
 Money (budgeted $20,183 including student’s time) 
 Relevant staff, client and industry representative availability and time 
 My knowledge of the company and market. 
The implementation of this marketing plan will be constrained by: 
 The marketing budget 
 Availability of key staff to implement 
 Buy-in of all staff members 
 Priority of implementation.  
The implementation of this plan is outside of the scope of the MEM project. However, immediately 
after the completion of the MEM project I will develop an implementation plan through a staff 
workshop. This workshop will be run mid-February and will evaluate suggested marketing activities, 
generate specific ideas for implementation, and will encourage ongoing staff alignment with the 
marketing of the company.  These specific ideas will be assembled to form a ‘to do’ list, with 
timetable for actionable items and a budget. 
2.2 Description of role and responsibilities 
My primary responsibility has been to perform the project as outlined below in three stages.  
1. Initial company research and industry research: Analyse the current global and local 
marketing plans of Cardno International; identify and explore the marketing approach 
currently present within Cardno.  
2. Conduct a market needs assessment of the New Zealand market with particular focus on 
Christchurch. 
3. Develop a medium term marketing plan for the Christchurch office that complements the 
existing global Marketing Plan. This is a dynamic document and process for on-going 
continuous development in New Zealand.  
I carried out this work in the Cardno office, the MEM room at the University of Canterbury, and from 
home, or field depending on the requirements of the work that day. My standard working day was 9 
hours. To fit around other course and personal commitments, some days were shorter or longer 
with lost hours caught up on the following days or weekend to complete a 45 hour week.  
I was accountable for ensuring that progress meetings occurred and the deliverables were 
completed by the milestone dates, and to an acceptable standard.  
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2.3 Ethical considerations 
In order to ensure any work I was to carry out would be designed and then performed in an ethical 
manner, at the very beginning of my project I looked into professional market research guidelines. 
The Market Research Society of New Zealand (MRSNZ) sets out a code of practice with the intention 
that it would be used as a framework for self-regulation. I used this code along with The European 
Society for Opinion and Market Research (ESOMAR) code on market and social research to design 
my research. These two codes set out basic fundamentals such as: 
 Respondents’ cooperation is voluntary and must be based on adequate, and not misleading, 
information about the general purpose and nature of the project when their agreement to 
participate is being obtained, and all such statements shall be honoured. 
 The rights of respondents as private individuals shall be respected by market researchers 
and they shall not be adversely affected as the direct result of cooperating in a market 
research project. 
 Market researchers shall never allow personal data they collect in a market research project 
to be used for any purpose other than market research. 
I prepared an interview brief to ensure that interviewees fully understood:  
 who I am 
 the purpose of my involvement 
 the process and  
 the final use of any information gathered. 
Details of the client brief are located in Appendix D – Interview Discussion guide.  
I also ensured that documented client responses were kept on a private USB and original notes in a 
filing system that was taken with me from the office each night. This practice was to protect 
confidentiality of information gathered and the client’s anonymity.   
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3 Summary of Work Performed  
I broke down the three stages outlined in section 2.2 into individual tasks for which I was able to set 
time frames and carry out in a logical sequence. These individual tasks varied in the time they took 
me to complete – some took a few hours, others a few weeks. 
3.1 Stage one  
The first stage was the initial company research and industry research. The aim of this stage was to 
understand the current marketing approach employed by Cardno, so I could assess its suitability for 
the New Zealand market. By recognising which aspects of the overarching global marketing 
approach are suitable to the New Zealand market, I could align the marketing plan (stage three) with 
the global marketing plan.  
This stage did not have a deliverable as such. The information and understanding I gained in this 
stage I used in the development of the deliverables of the following stages. Progress Report One was 
prepared for CC management during this stage and can be found in Appendix H – Progress Reports. 
3.1.1 Stage One Tasks 
3.1.1.1 Becoming familiar with strategies and documentation  
I spent approximately two weeks becoming familiar with Cardno’s vision, mission, core values, 
Corporate Marketing 2010-2015 Strategic Plan, Knowledge Management Strategy, merger and 
partnership activity, and corporate policies such as safety and social responsibility. By understanding 
the current strategies and documented policies I was able to ensure that I did not do any repeat 
work and could focus on filling any identified gaps. 
3.1.1.2 Becoming familiar with projects, procedures, staff  
As I had worked with Cardno through my undergraduate degree, I was already familiar with a 
number of projects and with most of the staff. In order to become more familiar with projects and 
staff, I took some time to talk to teams and individuals about what they were working on, how it was 
going and why they were doing things in certain ways. 
I completed a review of office resources such as: 
 current marketing material  
 templates  
 reports and  
 Key Performance Indicators (KPI).  
Through this I was able to gain a thorough understanding of relevant procedures. 
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3.1.1.3 Literature review  
I conducted a review of MEM course content; and a literature review of national releases, research 
papers, and journal articles. From this review I identified four key emerging issues and trends and 
five critical success factors for organisations operating within the infrastructure industry. I then used 
these trends and success factors to decide what strategies learnt in the MEM course would be most 
beneficial to Cardno Christchurch. Key trends and success factors are detailed in Appendix C – 
Provision of Strategic Advice Report. 
3.1.2 Stage One Conclusion  
The completion of this stage gave me a good overview of the office, current marketing strategies 
and tactics, what trends were starting to emerge in the market in which CC operates, and what 
factors appear to be related to success of businesses in this market.  
3.2 Stage Two 
The Market Needs Research and Analysis aimed to collect and organise information about market 
needs and trends, relevant to the industries within which CC operates. I used the analysis of this 
information to give CC an holistic picture of opportunities likely to present themselves in the near 
future, the skills they are likely to require, how they are seen by the customer and who the customer 
sees as their most significant competitors and why. This information will also provide business 
development personnel with a base from which to develop strategic goals and acquire resources in 
order to meet market demands and opportunities.   
The end deliverables of this task were a customer feedback summary report and a report outlining 
the results of the market needs analysis. These reports can be found in Appendix E – Customer 
Feedback Summary and F – Market Analysis. Progress Reports Two and Three were produced 
throughout the execution of this stage and can be seen in Appendix H – Progress Reports.  
3.2.1 Potential approaches  
I identified several different methods through which I could collect and organise relevant industry 
material. These methods included: 
 Client interviews  
 Staff interviews  
 Industry interviews  
 Staff workshops 
 Client focus groups 
 Purchase of others’ research 
 Online surveys  
  
 
ENMG 680 Report Marketing Plan for Cardno New Zealand 
7 
1/30/2013 By Julia Toner Final Report 
 
Other research & online surveys 
While purchase of others’ research and online surveys would take less time I did not believe this 
would produce an adequately relevant or detailed picture of the environment in which CC operates. 
With online surveys the issue of incentives to participate also arises. While online surveys could be 
sent to every one of CC’s past and present clients, the impersonal approach puts very little pressure 
on clients to actually participate resulting in limited feedback.  
Client focus groups & staff workshops 
Client focus groups have the potential to save time while gaining a true and detailed view of clients. 
However the group nature of this method has the potential to result in some clients opinions being 
voiced more than others (due to different personality types) skewing the overall picture received. 
Client focus groups also present the challenge of getting a large group of clients together in a single 
location, for an extended period, which with busy professionals was going to be hard.  
A staff workshop, while similar to focus groups, would be conducted with individuals who are 
already familiar with each other, reducing the likelihood of individuals holding back responses due to 
shyness. Group based methods allow for discussion and development of ideas generating rich 
feedback.  
Individual Interviews 
Individual interviews are more likely to produce very detailed and relevant results. However they do 
require a significant time investment which limits the number of clients that can be contacted. 
Interviews require a limited set of clients to be chosen and approached making the selection process 
very important as it dictates the relevance of the potential information.  
If in an individual interview an idea arises that is of particular relevance to the researcher, or is 
foreign, it is possible, due to it being one-on-one, to focus on this idea until it is fully understood. 
Another benefit of in-person interviews is that matters that would have otherwise been withheld 
due to confidentiality are approached giving a more holistic view.   
One downside of this method is that some issues almost inevitably arise that could reveal the 
identity of the interviewee. This could be through a situation description which the sponsor wants 
more detail or to know who the client was.  This challenges the stated intent that all contributors 
would remain anonymous.  I found that it would have been helpful to have identified these issues at 
the time. I then could have gained the interviewee’s permission to share their identity with the 
sponsor should they wish to know. 
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3.2.2 Selected approach and reasoning  
After realising the limitations of each of these methods, I decided individual interviews and a staff 
workshop combined would be the best approaches in this situation.  
I selected the in-person interview approach due to:  
 The level of market trend information already acquired through the preliminary research 
and literature review was significant. Therefore, I thought confirming the previous findings 
through industry representative and client interviews would be much more valuable than 
finding more potentially un-validated trends through others’ research. 
 In-person interviews could provide the detail required to get a good understanding of how 
CC is seen by clients. 
 Interviews could act in a twofold manner gaining information and acting as a reminder or 
relationship booster between the client and CC. 
I selected the staff workshop as: 
 This would be a good forum for informing all staff of what I was trying to achieve, my 
intended method, and what I would require from them 
 I realised by getting staff collectively thinking about our clients, their needs, and how we 
meet these needs, the staff would become more aware of the ways they contribute to the 
marketing of Cardno. This would also highlight the things they should be doing to meet 
clients’ needs.  
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3.2.3 Stage Two Tasks  
3.2.3.1 Workshop and initial staff surveys 
As it is the staff who generally know the most about the client’s needs and how the organisation 
meets them, I decided to talk to the staff before clients. In order to do this in the most efficient way I 
decided to conduct my workshop with the entire CC staff.  
My aim was to ask staff to have a good think about:  
 Cardno’s clients 
 why they come to Cardno 
 what they need 
 how Cardno fulfils these needs. 
With this knowledge I would be prepared to talk to the right people and ask the right questions in 
the interview segment of my research. 
I explored how to conduct a workshop and interviews using various online sources, MEM course 
hand outs, and discussion with Christine Toner (an experienced group facilitator and market 
researcher). Through this I developed a good understanding of how to run a workshop, the types of 
questions to ask, and the format to use.  
Using this newly gained knowledge, I prepared a discussion guide designed to encourage discussion 
and free flow of information within the workshop. The plan I prepared for this workshop can be 
found in Appendix D - Workshop, Survey and Interview Documents. 
3.2.3.2 Client and Industry Interviews 
Using the results of the workshop, I designed a discussion guide to encourage discussion with CC’s 
clients and industry representatives. This was to be a guide I would take to all interviews to facilitate 
the interviews. A copy of this guide can be found in Appendix D - Workshop, survey and interview 
documents.  
Staff members from each discipline area put forward the names of clients and industry 
representatives they felt would provide a good level of coverage. From these names I prepared a 
client contact list. Preparing this client contact list and then contacting clients to arrange interviews 
was the task in the project that took the most time. As this was a new activity for CC there was no 
pre-existing client list with details of contact persons, and service areas used. This required manual 
assembly of a list with the client, their type, projects, email, and phone number. This involved talking 
to individual staff members multiple times about the clients they were working with to get an idea of 
which clients would provide a good spread. I then had to search files to get phone numbers and 
email addresses. A pre-established client data base containing basic client details would have saved 
a significant amount of time.  
Clients were sent an email (from the Business Unit Manager, Richard Graham) notifying them that 
the office was undertaking a client feedback project and that I would be contacting them to ask for 
their participation. This message was intended to assure clients that I was genuine and had Cardno’s 
authority to be conducting the research. A copy of this letter can be found in Appendix D- Workshop, 
survey and interview documents.  
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The discussion guide was refined three times as some questions were found to be confusing to 
clients or generate a redundant response. This continuous refinement caused interviews conducted 
towards the end of the interview process to be slightly more detailed than those at the beginning. 
Interviews were organised over the phone and conducted between 5 November and 13 December 
2012. Interviews were predominantly in-person at the client’s or industry representative’s premises 
or at a café of their choice. Interviews that were not able to be conducted in-person were conducted 
over the phone or via email. Participants who were met in person were thanked for their 
participation with a box of truffles or coffee.  
I documented results from 16 client and 8 industry (CERA, ECAN, SCIRT, and IPENZ and also private 
organisations) interviews in an Excel spread sheet which I kept in my personal files to ensure 
confidentiality of the client’ responses. I updated this spreadsheet after each interview so that the 
discussion was fresh, ensuring accuracy of recorded data. 
From these results, I prepared a Customer Feedback Summary Report. This report can be found in 
Appendix E – Customer Feedback Summary. 
3.2.3.3 Market analysis Report 
Using information from the literature review and client research I prepared the market needs 
analysis report. This report was to be used as the base on which I built the marketing plan. The 
Market Analysis detailed a discription of: 
 CC’s clients, their needs and how they percieved CC 
 CC’s strengths and weaknesses 
 CC’s competition, their strengths and weaknesses, and how Carndo stands out 
 Infrastructure market trends and issues and 
 Potential alliances and referrers. 
3.2.1 Stage Two Conclusion 
This stage was the most time consuming of all stages due to the client interaction. The way the 
discussion guide set out the interview questions meant that the analysis of data was relatively 
straight forward. Preparing the Market Analysis Report was also fairly straight forward as many 
segments of the document had already been put together for use in previous documents such as the 
Provision of Strategic Advice and Customer Feedback Summary report. Preparation of the Market 
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3.3 Stage Three 
3.3.1 Aim of stage 
The goal of this stage was to provide Cardno management with a dynamic Marketing Plan for the 
next five years that would. This plan would facilitate company growth by identifying opportunities 
and ways to take them up. This plan can be found in Appendix G – Marketing Plan.  
The main deliverable of this task was the Marketing Plan. Progress Report Four was also produced 
during this stage and can be seen in Appendix H- Progress Reports. 
3.3.1.1 Marketing Plan  
This Marketing Plan will provide the Christchurch office with an easy to follow plan for the 
execution, pricing, promotion and distribution of services to create business exchanges that satisfy 
the customer and organisational goals. I prepared the Marketing Plan over a three week period using 
guides from the MEM course content, New Zealand Trade and Enterprise. 
The preparation of this Marketing Plan followed a six step framework. The basic steps of this 
framework were sourced from New Zealand Trade and Enterprise’s Marketing Plan Check List. 




Figure 1: Framework of the project methodology 
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Information inputs  
The information inputs section of the plan gives details of factors that are likely to influence the 
effective implementation of the plan. It also gives marketing intelligence information including 
overviews of relevant environment, political, competition, alliances and an internal analysis 
information. The purpose of this section is to supply readers with background and foundation 
material used to develop the following plan.  
Who are CC’s Customers and what are their needs 
This section sets out CC’s current and selected target clients. It describes their characteristics, service 
requirements and suggests an approach for good Client Relationship Management (CRM). This 
section is used to give all Cardno staff an image of who they are working for and the requirements 
they are likely to have.  
Financial, Marketing, and customer objectives 
These objectives clearly set out what CC are trying to achieve in the financial, marketing and 
customer spaces through the implementation of this plan. By having specific objectives clearly 
outlined measurement of the success of this plan can be measured.  
Marketing Strategy 
The Marketing Strategy sets out:  
 How Cardno are positioned today 
 How they would like to be postitioned and  
 Provides a high level framework for how they should bridge this gap to become the leading 
infrastructure provider in Christchurch.  
This frame is shown in Figure 2 below. 
 
Figure 2: Future Marketing Strategy Framework  
Getting more income 
from existing and 
previous clients 
•Repeat use of currently 
used services - help clients 
find ways to increase their 
business so they need to use 
more of CC's services    
•Cross selling - introduce 
clients to the full range of CC 
services and to those 
available from other Global 
Cardno sources 
•Create new services - design 
innovative solutions to  
clients' existing problems  
•Identify 'new problems' 
that trouble existing clients 
which could be solved with 
Cardno's skill set 
Gaining new clients 
with similar needs to 
the existing ones  
•Ensure all existing services 
are well understood by all 
targets 
•Create new services - design 
innovative solutions to  new 
clients problems  
Finding new clients 
with different needs 
that CC resources fit 
•Innovative solutions -
investigate what other 
potential uses there are for 
existing services and skills 
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The Marketing Mix 
This section used each of the elements of the traditional ‘marketing mix’ (product/service, pricing, 
place, promotion and people) to expand on the framework outlined in the marketing section. This 
expansion provided specific tactics or actions that should be used to achieve the successful 
execution of CC marketing strategy. 
Review and Evaluation 
The Marketing Plan concluded with recommendations for periodic review, and maintenance of the 
plan. The following review and maintenance activities were recommended to ensure the plan 
became a document for continuous improvement. 
Review 
 Measurement of the number of new clients 
 Comparison of sales in each service area 
 Client satisfaction measurements (CSM) 
 Staff buy in measurements and company knowledge.  




 Correct and  
 To celebrate the new situation. 
Following measurement, modifications should be made to this plan by marketing personnel to 
improve the success of implementation of strategies. 
Maintenance  
On-going research should be completed by all staff that have client contact and will include: 
 Regular client feedback 
 Competitor activity research and  
 Market needs and sector growth research. 
Following this research the plan needs to be updated by marketing personnel, with obsolete 
approaches being discarded and new ones being created to take their place. 
3.3.1 Stage Three Conclusion  
This stage was the conclusion to my project. The Marketing Plan drew from all the research I 
conducted from internal company research to external competitor and industry research to produce 
a guide from which CC could base their marketing activities.   
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4 Activities to follow this project 
Implementation 
The Marketing Plan was written to be a framework on which the CC office can base their marketing 
activities. In order to generate genuine buy-in from the entire Christchurch team all staff should be 
involved in its development and implementation to some extent. 
As a follow on from the MEM project, an implementation plan will be developed through a staff 
workshop. It is my intention that the workshop will generate ideas for specific marketing activities 
from the staff that I can assemble to form an implementation plan that will include a timetable for 
actionable items and a budget. 
Based on the objectives and strategies developed in the marketing mix section of the Marketing 
Plan, the implementation plan will ultimately be a detailed promotions “To do” list. It will outline 
what needs to be done, when it will begin and when it should be completed, who will perform tasks, 
and how the successful implementation will be monitored.  
5 Evaluation of selected approach  
5.1 Research design  
Sequence 
Conducting staff interviews, workshops and a literature review first worked very well as it gave me a 
good base understanding before I spoke to clients.  This enabled me to ask more targeted questions. 
It would have been better, however, if I had allowed some time after the interviewing process to 
conduct further secondary research in order to confirm the market trend suggestions made by 
clients. 
In-person Interviews 
The decision to conduct in-person interviews with clients and industry representatives was a good 
one. While interviews required a large time investment by both the clients and me, I believe the 
personal nature of a phone call requesting clients chat over refreshments resulted in a greater 
response rate than a survey or focus group would have done. I had some clients comment that it 
was a very nice break from their usual schedule. Very few clients that were contacted declined. The 
few clients that did not wish to take part did so due to time constraints.  
When I first started making phone call requests I feared that I would be seen as a telemarketer 
harassing clients for their time. As I progressed and met clients in person, I found that while the 
intent of the interview was similar to that of a telemarketer, clients did not see my request in this 
light due to the environment in which I had proposed to conduct the interview (in person, over 
refreshments, at their location of choice).  
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The in-person customer research design did however result in a very time consuming process. 
Arranging interviews took a considerable amount of time as often I had to call individual clients 
more than once before I managed to talk to them. In general each in-person interview lasted 
approximately 60 minutes. Although clients were only asked for 30minutes of their time, more often 
than not when they were asked to talk about their experiences and opinions they became very 
passionate and wanted to spend longer talking. When this time is combined with the time required 
typing up the results and travelling to and from the interview each participant on average required 
almost two hours of my time.  
The in-person interviews allowed me to investigate responses to gain a greater understanding.  In 
many cases I achieved insight into opportunities to strengthen the current relationship. The in 
person interviews also allowed me to observe interviewees’ body language. This helped me see what 
topics they were very interested in, and which ones they were less comfortable talking about. This 
nonverbal communication was especially interesting. It helped me direct the discussion in a more 
fluid manner.  
I found the information gathered in the extra time taken in the in-person interviews to be very 
valuable and worth the trade-off. If I was to conduct this research again I would allow more time for 
discussion in this portion of research and conduct all possible interviews in person. 
Phone interviews 
Phone interviews tended to discourage clients from answering the questions so passionately. 
Participants answered over-the-phone questions in a more direct way. This resulted in interviews 
running to or just under the time requested. I believe phone interviews were reasonably effective at 
gaining a good understanding of the client’s needs and how they see CC however they were much 
less personal and inspiring. Phone interviews made it hard to tell which topics I would be able to 
push further and which to side step around to avoid hesitant conversation. Due to this, they may not 
have been as effective at getting an in-depth picture. They are not likely to be as effective at 
strengthening relationships as in-person interviews.  
Documentation  
I believe time could have been saved by the use of a laptop or tablet to document results during the 
interview. The time taken to type up results was in some ways useful as it served as a recap, 
solidifying ideas in my head. However in a lot of cases this time was a waste and could have been 
used for longer discussions, data analysis or to conduct further interviews.  
Travel time 
Another possible way to reduce wasted time, and allow more time for discussion, would be to 
conduct interviews in groups based on their location. If interviews were scheduled so one day was 
dedicated to interviews in the central city, and the next to North Christchurch for example, 
significant time could have been saved in travel time and costs.  
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5.2 Quality of Data  
The type of data I required to complete this project was predominantly qualitative. Only a few areas 
such as CC’s biggest competitors (as seen through the client’s eyes) and specific services required 
were conducted in a quantitative manner. In order to measure the quality of the data I collected, I 
used three data quality dimensions: completeness, integrity and timeliness.  
Completeness 
In total 24 interviews were conducted with clients and industry representatives. I tried to get an 
even spread of clients across the different service departments. While at least five clients from each 
service area were interviewed (with some clients being able to make comment on more than one 
service) the spread was somewhat uneven with some areas such as survey having up to eight clients 
interviewed. This may have resulted in data from services that were represented by more or less 
interviews being slightly skewed. Ideally to obtain reliable information about each service area I 
would have spoken to the same number of clients from each.  
As well as different service areas to cover, there were also different client groups such as private 
land owners, developers, contractors, architects, and government agencies that I wanted to 
understand well. While I spoke to at least one of each client type, I think that the reliability of this 
information could be questionable. The reliability would have been improved if I had spoken to 
three or four clients from each group. Additional client interviews could have been conducted in a 
more targeted way, not asking the full scope of questions but targeted questions aimed to validate 
the findings of the original interviews.  
The continous refinement of the discussion guide caused interviews conducted towards the end of 
the interview process to be slightly more detailed than those at the beginning. This could have 
resulted in early interviews being less complete. Testing of the discussion guide before use on clients 
could have avoided this variation. 
An even number of interviews from each client group and discipline as well as a tried and tested 
discussion guide could have given a more complete picture. 
Integrity  
It is hard to measure the integrity of answers given in interviews due to the human element of the 
technique. The design of the discussion guide attempted to gain the most truthful responses 
possible. By informing participants that their responses would remain confidential and that only a 
summary of the overall findings would be given to CC I had hoped they would be completely honest. 
However due the human desire to preserve face and pleasant relationships with other individuals I 
believe it is likely that some participants withheld or sugar coated a certain degree of relevant 
information.  
It would be very hard to avoid this issue completely. However, I think that the assurance of 
confidentiality protected the integrity of information acquired as much as is realistically possible.  
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Timeliness 
The timeliness of market and environmental trends information is a critical factor in the success of a 
marketing plan. The timeliness of the market and environmental trends information I compiled was 
very good as key research papers and releases reviewed were produced in the year of my review, 
2012, producing very timely information. Industry representative interviews were also used to 
validate and confirm this information. 
The timeliness of some client information may however not be as good. Some clients that I 
interviewed had used CC for numerous or very significant projects, but these projects were not 
currently underway or had been completed some years ago. In some cases the staff that had 
completed the client’s job were no longer with CC and the client had very little idea of how CC had 
changed in subsequent years. While this information gives a good idea as to how CC is viewed by the 
public any strengths or weaknesses identified by the client may not be relevant to CC today.  
Overall  
On a whole I think that the quality of the data collected was adequate for the purposes of this 
project. Measures such as ensuring an even spread of interview participants across service 
departments and customer groups would have improved the completeness and reliability of data to 
a certain extent but this would have resulted in a significant time requirement increase which would 
not have been possible in the time allowed for this project.  
Future client and industry representative research activities should aim to give an even spread of 
interviews across groups, encourage truthful and complete answers by ensuring anonymity, and be 
completed with clients that have used CC’s services in the past twelve months.  
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6 Lessons learned and recommendations 
The following lessons were learnt throughout the completion of this project.  
Lessons  
 It is crucial to have a good knowledge of the company you are conducting research for. 
Often clients would launch into detailed stories about CC. If I had not worked with CC in the 
past or conducted preliminary company research I would not have been able to follow these 
stories. I would have found myself in the embarrassing situation of having to ask the client to 
explain to me about that aspect of CC’s business.  
 Planning –the importance of planning is the most valuable lesson I have learn throughout 
this process. Having a well thought out plan and alternative courses of action is extremely 
important when it comes to research. Without a plan I would have at many times found 
myself lost and not known what task to tackle next. 
 Clients respond well to personal treatment. Show them you are genuinely interested in 
what they have to say and they are very happy to give you their time. 
 Interviewing requires a significant time investment. Good planning can decrease the level 
of lost time which may lower the time investment to a certain degree.  
 Pass on invitations to develop new business to management. On a number of occasions 
when questions were asked about the participant’s up and coming projects they would 
mention that it could be an opportunity to work with CC. These opportunities should be 
passed on to management to follow up. This is a great example of taking time to talk to 
clients generating new leads. 
As a result of these lessons I can make a number of recommendations for others embarking on 
similar projects. 
Recommendations 
Recommendations I would give to others planning to conduct a project similar to my project or to 
the CC staff who will be responsible for the review and maintenance of the marketing plan are 
detailed in the GIDA table below 
  
Go - Strengths 
• Get to know the company first  
• Literature Review before primary 
research  
• Personal treatment 
Improve - Weaknesses 
• Pre-established Client Contact List  
• Coordination of interviews through 
geographic areas 
• Document interviews with a laptop or 
tablet   
Defend - Opportunities 
• Personal relationship building 
• Pass on invitations to develop new 
business to management  
 
Avoid - Threats 
•  Incomplete information sets by 
ensuring an even spread of participants  
• Loss of integrity - Ensure clients feel 
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7 Reflection on personal growth 
I found this project to be a very valuable follow on activity to the MEM courses. I think I have grown 
a lot as a person and in my professional ability. There have been many aspects of this project that I 
have found exciting and really enjoyable and others that I have found very challenging and disliked. 
The three main areas of my life that I believe this project has influenced the most are intellectual, 
social and profession. 
7.1 Intellectual  
I found the realisation of this project reinforced the course content I was exposed to during the year 
and forced me to dig deeper into some areas to gain a more thorough understanding and skill set. I 
believe the MEM courses had set me up with foundation management knowledge while the 
implementation of this project has taught me how to apply knowledge in the work place to achieve 
real business advancement. 
7.2 Social  
The completion of this project has forced me to become more confident in my own ability and in 
approaching new business professionals and also in the interpretation of body language. The most 
challenging part of this project for me personally was the social aspect. Approaching clients I had 
never met before to ask for their time to participate in research that does not always directly benefit 
them was a very daunting task. As I became more practised at this task I found I became much more 
confident in my own ability to talk to new people and gauge their personalities and subsequent 
interest. 
7.3 Professional 
I found at the beginning of the project that I lacked confidence in my own professional ability and 
judgement. Subsequently I was at first very nervous to give my view on many aspects of the running 
of CC.  
I have gradually become more confident in my own professional opinion and am willing to take the 
risk that my opinion may not be valued as I would wish. I learned not to be afraid of being judged as 
a consequence of being wrong, but rather to offer a well-considered opinion and be prepared to 
accept the validity of the opinions of others. .  
I have acquired the outlook and skills that will enable me to further my learning in any aspect of life I 
wish. The MEM course and this project has taught me to think critically, always look for sound 
reasoning and back up, and to search for answers if they are not immediately present. 
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A. Glossary of Terms 
Qualitative Market Research- “Interviews conducted with a small number of consumers, primarily 
to gather initial consumer needs or early reactions to new product concepts (.com).” 
Quantitative Market Research – “The use of numerical analysis techniques to provide information 
useful to those involved in promoting products or services. Many business applications of 
quantitative marketing research involve surveying customers. The information thus obtained can be 
used by marketing staff to assess consumer needs and formulate more effective product marketing 
strategies (.com).” 
Market Intelligence - is, “The process of acquiring and analysing information in order to understand 
the market (both existing and potential customers); to determine the current and future needs and 
preferences, attitudes and behaviour of the market; and to assess changes in the business 
environment that may affect the size and nature of the market in future.” – Cornish S. L 
Integrated Marketing communication -is “a comprehensive, coordinated, institution-wide effort to 
communicate mission-critical values and messages in ways that target audiences notice, understand, 
and respond to. IMC stresses data-driven segmentation, message integration, and evaluation. IMC is 
a subset of integrated Marketing” (Shearer, Integrated Marketing Plan template , 2008). 
Primary research – “Experiments, investigation, or tests carried out to acquire data first hand, rather 
than being gathered from published sources” (.com). 
Secondary research – “Research based on primary data that was collected by someone else or for a 
purpose other than the current one (.com).” 
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This review is the property of Cardno Christchurch and is in their possession. 
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D1 Workshop Plan 
 
Goal - Gain a first-hand view of client’s needs. 
10 Program  
14 employees – assuming not all can make it 3 groups of 3 or 3 of 4. 
Each participant gets:  
 Confectionary of some description market with a number 
 Large marker pen 
Participants are asked to sit at the table which corresponds to the number on their confectionary. 
10.1 Intro (10min) 
As you know I am doing my Engineering Management Masters project for Cardno. My project is to 
find out about what is happening in the market place at the moment and what is likely to happen in 
the next few years so that we can use this information to grow. I will tie that in with the new 
Knowledge bank system which will be a global tool used to search on people (their skills, 
qualifications, experience etc) and projects.  This new solution will replace the existing knowledge 
bank and will be accessible to all staff via the intranet.  
In order to learn about what the market is doing I will be speaking to our clients and other people in 
the industry. As you guys all know quite a lot about our client’s needs and how we meet them but may 
not have yet thought about them in the format I need for my project I thought I would start by asking 
you three questions. My aim is by asking you to have a good think about these questions and telling 
me what you think I will be able to speak to the right people and ask the right questions,   
10.1.1 Questions  
1. Thinking about work you are currently and have recently done with Cardno’s clients what 
would you say are the reasons that they chose Cardno out of all the others? What would be 
the three main reasons? 
2. What are the problems that clients are coming to Cardno with? What is you perception of 
their real need? 
3.  Thinking about work you are currently and have recently done with Cardno’s clients what 
will they need form companies like Cardno in the next five years. 
10.2 Brainstorming (10min) X3 
Groups sit around question on A2 piece of paper discussing and each writing their own answer in full 
on post it.  
10.3 Presentation (5min) X3  
Groups present main ideas for each question answer to the room to allow groups that have that 
question next to build on previous answers instead of just repeating. 
10.4 Summary (5min) 
Question to ponder:  Who do you think within our clients would be the best for me to get in contact 
with? Do you have any suggestions as to who the right people or right organisations to get in touch 
with are?  Keeping in mind these are the types of questions I will be asking but I will be wanting to 
bore down deeper.  
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We are looking for feedback and insight from our customers. 
We are currently reviewing our marketing activities and as part of this process we are calling for 
some “home truths” from you and several other clients and colleagues. 
You know us well, and we feel that you can help us to “see ourselves as others see us”.  We have 
engaged a Masters in Engineering Student, Julia Toner, to call you, and others, asking for feedback.  
Issues she will cover will relate to your perceptions of Cardno and Associates, our service, work 
quality, your current and future needs, and other marketing details. 
She will ask you for around 30 minutes of your time, at a venue of your choice or by telephone.   
We know that this is a big ask – so if you are not able to help please do not feel obliged to 
participate.  If you are able, then we truly appreciate your assistance and will value your frankness in 
your response. 
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D3 Interview Discussion Guide  
Name of Client: Place: 
Name of Contact: Date: 
Phone number: Time: 
11 General Introduction (5 minutes) 
 Tea/Coffee – Thanks for your time 
 Introduction – I am Julia Toner, I am a graduate civil engineer currently completing a 
masters of engineering management course at UC. As a sponsor to my final Masters Project 
Cardno has engaged me to complete a market needs analysis and marketing plan. 
 Why we are here – you are here to help me in my market needs analysis. The first objective 
of my project is to develop a clear understanding of what is going on in the social and 
physical infrastructure market now and what is likely to happen within this market in the 
next five years. I will use this information first to conduct an analysis of the market and its 
trends and then to write a marketing plan. This marketing plan will be used by the 
Christchurch Cardno office.  
 Session – will last up to 30 minutes, and it’s just me and you talking 
 I what to hear your opinions. There are no right or wrong answers. 
 Confidentiality – All information I collect will be confidential and participants names will not 
be disclosed neither will any attributions for quotes be made in my final report. I hope this 
encourages you to speak openly. 
 Recording – do you mind if I record our discussion on my phone so I can listen to it again 
later? Have signed agreement (for face to face). 
 Note taking – I will be taking notes as we go along in my diary 
12 Warm-up Discussion (5 minutes) 
 Name  




13 Body of discussion(15 minutes) 
13.1 Section One 
1. If you were to tell a business colleague about Cardno how would you describe them?  
2. What do you perceive their strengths to be? 
3. What do you perceive their weaknesses to be? 
4. In your curre6nt project/ working relationship, what are Cardno doing well?  
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5. Are these things the same as the things you like about working with them? If not, can you 
describe what you like about working with them? 
6. What are Cardno not doing well?  
7. Please list and rank in order your three key requirements from a consultant when assisting 
you with your projects. 
8. How well does Cardno perform on these three key items? 
9. On a scale of 1 (Excellent) - 5 (Poor) please rate Cardno on the following items 
Quality of Professional Advice  
Inventiveness / Problem Solving  
Delivery times of services  
Keeping in touch with you  
Clear communication  
Listening to and understanding your needs as a client  
Going beyond the original brief to ensure the job is completed 
satisfactorily 
 
Priced compared to other firms offering the same services  
Office location and convenience  
10. Summing all that up, what is the main reason you choose to work with Cardno? 
13.2 Section Two 
11. In terms of infrastructure what requirements do you have currently? 
 
12. Which companies do you use for each of these? 
 
13. What else could Cardno do for you or your company?  
 
-providing referrals for their business i.e. networking, (e.g. how might they help you 
identify new clients or refer new clients to you) 
-additional services or products that you can think of that Cardno might be able to 
provide for you or help you to find?  
14. Who do you see as Cardno’s closest competitor and what is their point of difference? 
 
15. Finally what are the types of promotion and business communication that reach you 
effectively?  
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13.3 Section Three  
16. Where do you see Christchurch in five years? 
 
17. What services do you think you will need in five years? 
 
18. Which of these services could Cardno help you with? 
14 Open discussion / Q&A (5 minutes) 
19. Is there anything we missed that you would like to talk about? 
 
20. What is the most important point we discussed? 
15 Debrief Discussion (1 minutes) 
We are done. Thank you. 
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15.1 Probes 
 How come?  
 Tell me more about that. 
 Tell me more about your thoughts. 
 Ok, so fill me in, what are you thinking? 
 What makes you think so? 
 What brought you to that? 
 How did this idea come to you?  
 How does that show up?  
 Give me some examples/three exs about xxx. 
 If you could only say one good thing about x, what would it be? 
 How do you know which brand to buy? 
 When I say x, what comes to mind?  
 Help me understand. 
 How so? 
 In what way? 
 What else? 
 Anything else? 
 Who else? 
 How is that for you? 
 What does x mean for you? 
 Can you give me an example of x? 
 Tell me everything you know about x. 
 What can someone else tell me about this? 
 What ideas have we missed or not heard yet? 
 Can someone help x out?  
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D4 Confidentiality & Electronic Recording Agreement  
Market Needs Analysis for Cardno NZ 
 
I, _____________________________________, agree to be interviewed for the project entitled 
Market Needs Analysis for Cardno NZ. This is being produced by Julia Toner, as student of the 
Master of Engineering Management course 2012. 
 
I certify that I have been told of the confidentiality of information collected for this project and 
the anonymity of my participation and that I have been given satisfactory answers to my inquiries 
concerning project procedures and other matters. 
I agree to participate in an electronically recorded interviews for this project.  
Iunderstand that such interviews and related materials will be kept completely anonymous. 
I agree that any information obtained from this research may be used in any way thought best for 
this study. 
I acknowledge that I will receive no remuneration or compensation for either participation in the 
interview or for the rights assigned hereunder.   
 
________________________________________ Date ________________________ 
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This report is the property of Cardno Christchurch and is in their possession. 
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